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Nielsen Analysis - February 1994 

The following report with data through February 1994 is based on the new Integrated 
Nielsen Panel. This new service (which replaced the Expanded Nielsen panel) provides 
representation of Convenience stores, Supermarkets, Drug stores and Mass Merchandisers. 
Subsequent monthly updates will be available in approximately 15 working days from the 
close of the month. 

Phi li p Morris 

• PM posted a +0.4 point advance versus month-ago to 45.6%, its highest level to date. 
Month-to-month gains by Marlboro, Basic and PM PL's were partially offset by OPB 
declines. PM 1 s performance was favorable versus all benchmark criteria. 

• Marlboro advanced +0.4 points versus month-ago to 27.3%, nearly matching its peak 
year-end 1993 level (27.35%). During February the franchise was supported by 
incentive offers (including flex fund retail promotions) and likely benefited from 
purchases in advance of the MAT deadline (2/28/94). 

• PM s Other Premium Brands declined -0.1 points versus month-ago to 9.1%, with 
Merit accounting for the majority of this monthly loss. 


Competitive Manufacture rs 

• RJR experienced its fifth monthly share decline in the last six periods, down -0.5 
points versus month-ago and -2.8 points since August to 29.7% (its first month below 
30% since mid 1992). February 1 s loss was concentrated among its Discount products, 
with Monarch experiencing the largest month-to-month decline (-0.3), likely driven by 
the depletion of Monarch free product deals in convenience stores. 

Winston's share remained fairly stable for the third consecutive month, while Camel 
Filter's share fell -0.1 points to 3.5%. 

• American realized its second consecutive monthly share gain, advancing +0.1 points 
versus month-ago and +0.3 points since year-end to 6.2% (its highest level since 
January 1992). During this two month period, American benefited from continued 
gains by its Private Labels and promotionally driven gains by Montclair. 


Discount Cate gory 

• The Discount category remained stable versus month-ago at 32.6%, with losses by 
Branded Discount products (particularly Monarch) offset by Private Label gains. 

RJR's Private Labels accounted for the majority of the segments' growth this month 
with an advance of +0.2 points. 

• PM Discount's share advanced +0.2 points versus January to 9.2%, with positive 
contributions by Basic and PM PL's partially offset by a loss to Cambridge. Basic 
gained +0.2 points versus month-ago to 4.7% (its highest level since September 1993), 
while its share of the Discount category reached 14.5% (matching its benchmark 
criteria). 


Source: https://www.industrydocuments.ucsf.edu/docs/fsmm0004 
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